Specific features of development of Yakuia's and Kazakhstan's brands have been analyzed. Comparative analysis of normative documents specifying image making policy of largest subject of Far Eastern Federal District of Russian Federation and Republic of Kazakhstan has shown efficiency level of undertaken measures. Inadequate level of social and economic development and, consequently, tendency to differentiate internal and external image is one of the problem of the republics' branding policy. The level of social provisioning of population defines image of the republics. Kazakhstan is the most successful among post-Soviet countries in realizing image policy. Social and economic development program of the Republic of Kazakhstan allows bringing closer internal and external image. But image of former Soviet republic as interpreted by global community is questionable. The Republic of Sakha (Yakutia) is not only the biggest but perspective for economic development region of Russia. But the problem of its investment potential for international partners is still pressing. Yakutia's image is developing in situation of underdeveloped tourism infrastructure and other infrastructure with typical for all Russia social and economic problems and extreme climate conditions. Yakutia's development strategy is aimed on overcoming these obstacles and using natural and climate resources for comfort living. Successful cases of territories with similar social and political situation allow correcting existing image development programs and develop new strategic plans of development of the region.
Introduction
At the turn of the new millennium Public Relations (PR) and advertising have covered information space of Yakutia that is the biggest subject of Russian Federation and became integral part of everyday life of Yakutia community. It is impossible to think of today community without PR and it took its place in communication sphere of the republic. It appeared to be sensitive to professionals in this area of this relatively new for Russia. The system of PR communications of Yakutia needed specialists who -Spoke three languages that define specific of the market and forms lingual environment of all the territory of the republic. These languages are Russian, Yakut language and one of European languages. Yakutia is multinational republic with representatives of almost 120 nationalities living in. Russian and Yakut are titular ethnic groups. Specifics of geographical position allows the republic to actively develop social and economic relations with subjects of Asia-Pacific Region and other countries interested in investments to Yacutia economy and having tight relations in cultural, scientific, educational spheres and sports; -Responsible for their activity in information and communication area on the base of awareness of mechanisms of forming and development of information and communications in the situation of the Rebublic of Sakha (Yakutia) as legally competent subject of Russian and global information space; -Pay special attention to solving problems of social Public Relations as the most important factor of stabilizing of conflict producing situation in points of social tension of the region and development of adaptive forms of behaviour of different social strata in the situation of scale reformation of the region.
High qualified professionals are being actively trained now in the Republic of Sakha (Yakutia) that is ready to face the challenges of today reality.
Method
Yakutia's image is one of pressing problems and one of trends of social communications of the republic PR specialist works with. PR specialist is responsible for promotion of the region as one of leading subjects of the Far Eastern Districts of Russian Federation. Professional society headed by the Chairman of the Council of Yakutia representatives of Russian PR Association L. N. Tsoi plays special role in this process. It is engaged with coordination of work over the concept of image policy of the republic. This document is necessary as it is formulated by the Council because "territorial branding is not only marketing approach to the problem of regional development but as strategically important direction of communication policy of countries, cities and provinces. In the new millennium it became necessary critically important tool that defines the main direction of development of a region for medium-term and long-term perspective" (Social dimensions of image policy of the region, 2011, pp. 7-8). Professionals explain the boost of importance of branding by constant threat in condition of global economic recession with sharping competition for investments. Attraction of the new sources became more difficult and requires more and more attention of the bodies that define survival strategy of this or that community.
Existing realities place the task for subjects of RF to deliver to market something unique, original, different from the others, something that attract attention of clients and allows controlling social and economic relations more efficiently, something that support "prosperity of civil society…and promoting the growth of attachment for a place people live, work and rest in" (Dinnie, 2013, p. 28) ; something that has a perspective of leading in this or that direction of future development of the country as a whole. This commitment of a region to support its unique position and positive image in external and internal markets is critically important element of communicative management as well as strategic marketing that includes the complex of proposals and advantages that correspond to expectations of target audience, reflect specifics of the territory, level of its development and the level of its attractiveness.
Terms "image" and "brand" in today theory of PR are applied to objects of different areas of living activity of a man and consequently "it is possible to brand not only goods but everything!" (Tchumikov & Bocharov, 2008, p. 181) including territories from small settlement or megalopolis to state or unions of states. Keith Dinnie was the first to use the concept of branding of territories" (Dinnie, 2013) . In European practice the term "geobranding" is also widely used (Lebedeva et al., 2014) . Popular terms of Russian researches are countrybranding or national branding, defined by S. Ankholt as "strategic approach to development of competitive advantage and the vision of direction a country may move in. A country cannot compete without such a vision" (Ankholt, 2004, с. 92) . National brand strategy defined by Ankholt is based in six elements: promotion of tourism, brands export, population, government, culture, history and tradition, investments and immigration. Later the strategy was enriched by the others not less important elements: the role of movie theatre, fashion industry or social organizations, national diaspora as instruments of brand communication.
Russian researchers consider image communications and such concepts as state policy, national awareness, foreign policy, media and PR-technologies as the factors that have the greatest impact on brand forming. The role of brands of goods in forming image of the country is also growing. It is because "with the help of brands of goods customers form their opinion of national identity of this or that country", wrote A. M. Chernysheva and T. N. Yakubova in branding handbook for bachelors (Chernysheva & Yakubova, 2014, pp. 38-39) . Breaking with extractive business model, support for commercial and social initiatives of citizens, better conditions for competence for domestic goods with popular global brands-these are conditions of broadening of possibilities for development of national brands and promotion of Russian territories.
Development of influential brand of the country, forming positive image is becoming more important because it is necessary to "provide comfortable environment for living, improvement of the quality of living, development of effective system of municipal management" (Bogachev, 2010, p. 91) . The main aim of development of territorial brand is growth of people's welfare. "Persuading the aim of development of a brand that impresses www.ccsenet.org/res Review of European Studies Vol. 7, No. 6; 2015 tourists and external visitors it is easy to forget about the needs of native people. Although these are people who play important role as loyal supporter and messenger of brand" (Dinnie, 2013, p. 22) .
To achieve plural effect of territorial branding professional activity of social communications specialists is required. The farer is the territory from administrative cent the more active it should be in solving PR tasks that have several complications:
1) The process of branding positioning should assure provisioning the main set of services and support operating state of infrastructure to satisfy requirements of citizens, business and visitors;
2) Place may require new factors of attraction to continue receiving support of existing business and state and to draw new investments, companies and people;
3) It is necessary for a place to communicate all its specifics and advantages by means of aggressive image and communication program; 4) Place should get support of native people, leaders and influential institutions to draw new companies, investors and visitors with hospitality and enthusiasm (Kotler et al., 2005, p. 212 ).
As we can see the process of forming and maintaining viable territorial brand presupposes systematic and multifaceted activity. But in practice the processes of branding positioning and image making for a places in particular regions of Russian Federation are hampered by a number of reasons:
1) Absence of relevant targeted programs that comply with all today requirements;
2) Absence of competent territorial branding management bodies;
3) Absence of integrity of image of a region; 4) Absence for interests of only one group of participants of this process; 5) Absence of organization of partnership of all social communities; 6) Absence of territorial branding professionals and other.
Violation of communicative principle at the stage of working out strategic projects (concepts) of development of a territory is the most severe drawback of branding of a subject of RF as an integral part of a single whole (Chumikov & Bocharov, 2008; Samover, 2009 ; Image policy of RF, 2012 and others). It leads to disintegration of participants and people interested in promotion of a region especially population and business entities. All social groups should understand the necessity of cooperative development of perspectives of territorial development and join and develop bodies to realize perspectives and mobilize local and external resources.
Results
Let us analyze some of possibilities of branding positioning of the region of RF. We have studied image potential of the Republic of Sakha (Yakutia Content-analysis of Kazakhstan's media allows making conclusion that Kazakhstan's specialists of territorial images and brands as well as politics and PR experts apply professional approach to image making. Basing on uniform PR technologies they account for specifics of territory, national culture, the set of specific cultural values of the Republic of Kazakhstan for successful promotion and communication of necessary meanings to possible consumers of image products. Vol. 7, No. 6; 2015 draw genuine interest and respect of leaders of partner countries. Experience of Kazakhstan's branding specialists became research object of scientific community of European and Asia countries including Russia.
Comparative characteristic of branding potential of the Republic of Sakha (Yakutia) and the Republic of Kazakhstan is provided in Table 1 . 
Aim of territorial branding
Development of favourable image of the Republic that supports solving strategic tasks on regional and international levels in political, social and cultural areas, purposeful management of information and communicative resources under management of executive bodies of state authorities. Understanding of strategic importance of the problem; working out necessary projects ("Scheme 2020" at first) and infrastructure development program. But it should be mentioned that progress and the quality of relevant works controlled b provincial government are low. Image advertizing subject 1.
Main investment project "Green Block EXPO Village", Astana.
2.
International exhibition "EXPO-2017". Topic: "The Energy of the Futire". 3.
Industrialization of Kazakhstan. 4.
Social and cultural development of the Republic of Kazakhstan. 5.
Industry-specific projects as well as wide scale initiatives in tourism, sport, and investments; unique touristic objects; scientific and educational projects, etc.
Investment projects in the scope of "Scheme 2020 (in perspective -2030)" and "Power of Siberia"; and the experience of economic activity on circumpolar territories; ALROSA; diamonds; jewellery; touristic project "The Pole of Cold"; natural park "Lenskie Stolby" (the object under protection of UNESCO); people epos olonkho (the object under protection of UNESCO); archeological finds including mammoth; scientific advances of scientists of Yakutia; International Sporting Games "Children of Asia"; international and Vol. 7, No. 6; 2015 
Discussion
The government of the Republic of Kazakhstan supports purposeful activity aimed on forming and maintaining positive image of the country. Information and image policy includes several industry-specific programs and conceptions that represent strategically important directions of development of the state: industry, social and economic sphere, policy, legal structure, health care, education, etc. But according to some researchers (Country-specific PR, 2014) external image of Kazakhstan has ambiguous character because wide adoption of the country in political sphere does not guarantee its popularity among wide audience. Citizens of countries of different continents sometimes do not know not only geographical position of Kazakhstan but has no elementary associative array related to this country. "Economic wonder" i.e. The Astana city is not the brand that took its place in minds. State authority bodies are not always correlated in information content that is oriented on external audience.
Still it should be mentioned that pragmatic approach of Kazakhstan government has positive effect in countries interested for the country in political or economic sense. Russia, Kyrgyzstan, Belorussia, United Arab Emirates, China and the USA are among them. In CIS countries Kazakhstan has stable positive image as a former Soviet country that manage to get world recognition in short term (since 1991). Building of the new capital in this case is considered as demonstration of economic stability, power and investment attractiveness of the region. "Entering the list of world leaders is not an aim but an instrument that allows bringing Kazakhstan society to dramatically new level of development. It explains great investments made of making of new image of the country. Besides pure image aim, Kazakhstan has pragmatic aim. Sooner or later these investments will return via foreign policy capital" (Anafinova, 2014) .
The Republic of Sakha (Yakutia) as it may be seen from some individual important in territorial branding data has rich potential for solving strategic tasks (Zalutskaya, 2013; Paninaandal, 2014 ; Impact factors and social communications development trends of the subjects if Asia-Pacific region, 2014). But one should note drawbacks that have negative impact on regional branding. It is first of all weakly developed infrastructure (roads, railway stations, communications, transport, hotels, cultural objects, public catering, public lavatories, consumer services, dwelling, the quality of provided goods, etc.). Modernization results will become obvious only in long-term perspective. Local community also has concerns about the state of multicultural heritage of people living in the territory of RS (Ya), degrading and loosing of historical and architectural objects of the region, complicated conditions for stimulation of business activity of citizens, problems of preserving unique nature and ecological safety of Yakutia that are related first of all with active sometimes hasty realization of industrial megaprojects.
Conclusion
The problems of social protection of population, development of favourable conditions for living and health protection of a man both in a city and in country-side remains pressing. For example there is still no defined strategy of social advertising, PR support of social projects and programs in the region. It is necessary to provide more examples of effective social partnership, appropriate support of these or those social initiatives. Number of actively operating social organizations that should intensify the process of forming of civil society should be increased. Domestic and foreign branding specialists note more and more frequently that the main principle of forming of powerful brand is the principle of humanization. Authorities that manage the process of effective promotion of a region are in charge for its realization. Branding success depends directly on the scale of living of a certain man on a certain territory. In present stage of Yakutia development this principle is just starting to realize in communication, image policy of the republic.
